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Bagi Industri retail, servis merupakan salah satu competitive advantage. Oleh 
karena itu, penting bagi SDM untuk mampu menyalurkan janji brand kepada 
konsumen. Karyawan front-line AEON Store BSD saat ini belum mampu untuk 
menyamai standar pelayanan yang dijanjikan karena perbedaan kultur. Literatur 
saat ini, internal market orientation (IMO) dipercayai memiliki pengaruh positif 
dalam mencapai hal tersebut. Penelitian ini bertujuan untuk mengetahui mengenai 
pengaruh positif IMO terhadap brand knowledge, IMO terhadap brand 
identification, brand knowledge terhadap brand enactment, dan brand 
identification terhadap brand enactment. 
Penelitian ini dilakukan kepada karyawan front-line yang sudah bekerja minimal 
satu tahun di AEON Store BSD. Metode yang digunakan dalam penelitian ini 
adalah metode penelitian deskriptif. Teknik sampling yang digunakan adalah non-
probability sampling yaitu judgement sampling. Data yang terkumpul adalah 
sebanyak 115 responden yang didapatkan dari hasil menyebarkan kuesioner offline. 
Data yang terkumpul diolah dengan metode structural equation modelling (SEM) 
dengan AMOS versi 23. 
Hasil dari penelitian ini menunjukkan adanya pengaruh yang positif dan signifikan 
antara IMO terhadap brand knowledge, IMO terhadap brand identification, dan 
brand knowledge terhadap brand enactment. Sedangkan, pengaruh brand 
identification terhadap brand enactment pada penelitian ini walaupun terbukti 
memiliki pengaruh signifikan, tapi tidak terbukti memiliki pengaruh yang positif. 
Berdasarkan hasil penelitian ini beserta penelitian terdahulu, peneliti menyarankan 
untuk lebih memperhatikan faktor-faktor yang mampu pengaruh IMO dan brand 
knowledge dalam meningkatkan brand enactment karyawan front-line. 
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For the retail industry, service is one of the competitive advantages. Therefore, it 
is important for HR to be able to channel brand promises to consumers. AEON 
Store BSD front-line employees are currently unable to match the promised service 
standards due to differences in culture. The current literature, internal market 
orientation (IMO) is believed to have a positive influence in achieving this. This 
study aims to determine the positive influence of IMO on brand knowledge, IMO on 
brand identification, brand knowledge on brand enactment, and brand 
identification on brand enactment. 
This research was conducted to front-line employees who had worked for at least 
one year at AEON Store BSD. The method used in this research is descriptive 
research method. The sampling technique used is non-probability sampling, namely 
judgment sampling. The data collected was 115 respondents obtained from the 
results of distributing offline questionnaires. The data collected was processed 
using the structural equation modeling (SEM) method with AMOS version 23. 
The results of this study indicate that there is a positive and significant influence 
between IMO on brand knowledge, IMO on brand identification, and brand 
knowledge on brand enactment. Meanwhile, the effect of brand identification on 
brand enactment in this study although it was proven to have a significant effect, 
but it was not proven to have a positive effect. 
Based on the results of this study along with previous research, the researcher 
suggests to paying more attention to the factors that are able to influence IMO and 
brand knowledge in increasing brand enactment for front-line employees. 
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